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Defining the Arts and Culture Market








cans	for	the	Arts,	Arts & Economic Prosperity III: The Economic 
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Source: 2008 Survey of Public Participation in the Arts
U.S. Adults (in millions)
*(modern, folk, and tap)
U.S. adults attending an arts event or activity at 
least once in the past 12 months




























































































Of all those surveyed without a full-time research staff, 
roughly 41% did not reach their most recent annual 
fundraising goal.
Kennedy	Center	President,	Michael	M.	Kaiser	in	his	
book,	Strategic Planning in the Arts: A Practical Guide 
states, “Culturally-specific arts organizations have had 
a difficult time finding major individual sponsors.  The 
communities they serve have other giving priorities and 
limited funds; mainstream donors support mainstream 
organizations. Culturally-specific arts organizations, 




















































Museum/Historical Sites — 29.5%
Zoo/Aquarium — 14.4%
Performing Arts Venue — 11.5%
Musical Performance — 11.5%
Dance Performance — 10.1%
Theater Performance — 7.9%
Film — 5.0%
Gardens or other Natural Sciences — 4.3%
Library — 2.2%
Public Broadcasting — 2.2%
Arts Councils, Foundations & 












Survey Respondents by Organization Type
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Executive Summary











































































































































































Of all those surveyed respondents that are currently 
capturing demographic data through ticketing and 
have a process in place to conduct prospect research on 
these individuals, roughly 51% made their fundraising 
goal last year. It is logical that this is a crucial first step 
to building a connection with individuals who already 





















































































Conversion Rates from Ticketing/Admission amongst Survey Respondents
































Fundraising Areas Increased by Capturing Ticket Data








































































Size of Active Membership
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Best Practice in Action
Center Theatre Group
Thinking Outside the Box: Center Theatre Group Builds a Prospect  




































“We segmented by the Propensity to Give (P2G™) score 
which helped us target our major gift prospects. Then 
we integrated our WealthEngine results into our 
Tessitura database which allowed us to track ticket 
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CAUTION: Thinking of your Board members as a 
continuous fountain of money can be detrimental to 
your overall fundraising strategy. Focus group  
participants emphasized the need to be wary of donor 
fatigue as it pertains to Board members. Some groups 
combat this risk with term limits, ensuring that new 
members cycle through the board regularly.  
All participants indicated that peer screening was 
another way to ensure a full pipeline with major donor 
prospects, alleviating the fear of the Board becoming 
the sole Major Gift pipeline.
Board Members
Volunteers
Both Board Members and Volunteers

















Average Board Member Portfolio Size
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“In looking at the previous year’s fundraising 
goals I knew we needed to refocus and increase 
individual giving to alleviate our Board of Trustees from 
having to make up the difference. I noticed right off  
the bat that we weren’t retaining donors and I knew 
we’d have to work hard to reverse that trend 
by maintaining our donor base with active 
engagement with the symphony.” 
Tracy	Tajbl,	Vice	President	of	Development,	
Colorado	Symphony
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“The mission of prospect research is clear. Prospect research’s  
mission is to use the first philanthropic dollar raised to efficiently 
identify the next. The essence of the research mission is simple— 
efficient dedication to uncovering the possibility of the largest gifts 
an institution can realize. The math formula is that one dollar 







































































































Areas of Fundraising Operations where Screening Results
are Employed
“The development of rigorous industry, peer company 
and internal analyses rests, in large measure, on 
the availability of good information. Frequently, 
organizations spend too little time on data collection 
because they believe, mistakenly, that all important 
information is already known. This is a dangerous 
assumption. Basing a plan on conventional wisdom 




3  Hogan, Cecelia. Prospect Research: A Primer for Growing Nonprofits. 2008. pg. 9
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Best Practice in Action
Colorado Symphony




































 “I believe the magical formula for arts organizations is 
peer to peer solicitation; you’ve got to connect with the 
community and your donors by providing them with 
social activities to engage and connect them with 




































$2,194,866       +103%
$1,081,655         -13%
$1,232,446          +8%
$1,141,629          +6%
$1,073,297                   
Total Donors
5,927       +101%
2,957         -13%
3,102          +8%
2,704         -22%
3,454                   


































































































































































































“It is a full day where we open our doors and invite the 
community to experience Signature Theatre with live 
performances, tours, master classes, class demos for 
kids, and ticket discounts. There are donation points 
scattered around the event-site, and some funds are 
raised during the day as individuals drop a dollar or 
two, but the day is really about bringing the arts to the 
people. We offer incentives for tickets to certain 
performances as well as discounts for subscription 
packages. In 2010, the Open House event hosted 
over 5,000 individuals and sold 1,176 tickets totaling 
$42,000 in single ticket sales and $10,000 in 



















































“By offering these specialized events, many donors  
now feel a deeper sense of affinity to the symphony.  
The exclusivity of the group motivates them to give 
more and allows us to cultivate relationships and move 
them up the ladder.”
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Best Practice in Action
Signature Theatre
Thinking Outside the Box to Identify, Engage and  
Solicit Donors






























“Development is so personal, and there is a level of care 
that needs to shine through with each donor, whether 
that is a personal hand-written note of thanks, or a spe-
cific and targeted ask letter. Moving toward the online 




Best Practice in Action













































ROI = net revenue/expense of investment





































































































Screening Results Utilized for Fundraising Initiatives
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Best Practice in Action
American Association of Museums
American Association of Museums Drastically  






















“When we sent our data to be screened, we marked our 
Inner Circle to identify any relationships with our Board 
Members with which we weren’t aware; so that 
WealthEngine could help us determine which current





          •   Registrars
          •   Educators
          •   Development Oﬃcers
          •   Museum Curators
          •   Security Managers
          •   Trustees
          •   Volunteers
          •   Exhibit Designers
          •   PR Oﬃcers
Individual Membership Benets:
          • Networking Opportunities
          • Professional Development and Education
          • Up-to-date Job Postings
          • Access to Peer Groups
          • Publication Subscriptions
Institutional Membership is open to museums or organizations that operate a museum
related nonprot organization.
Benefits include:
          •   Accreditation Program, recognizing museums operating under the highest caliber of standards and
              best practices
          •   Operations assessments
          •   Information Center (extensive library and help desk)
          •   Publication Subscriptions
          •   Member Discounts
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Best Practice in Action
Houston Grand Opera
Using Prospect Research as the Foundation of Fundraising 



































“When you look at the growth in the total dollars 
raised, increase in the size of major gifts from donors 
and steady rise in renewal rates from donors over 
the past three years since we implemented prospect 
research, there is an obvious positive return on 
investment. We’ve realized a 30-fold return on 
investment from prospect research, which may sound 
like a staggering number, but so is our 82% increase in 
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AppEndIx A1: Measuring Return on Investment from Wealth Screening
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AppEndIx d: Segmentation of Survey Results (Highlights)*
Size	of	Organization’s	Budget Under	$100,00 $100,000-$499,999 $500,000-$999,999 $1	Million	or	more
Number	of	Unique	Respondents 23 36 14 57
Please	tell	us	how	you	would	classify	your	organization:
Museum/Historical	Site 8 10 2 17
Zoo/Aquarium 1 4 1 4
Performing	Arts	Venue 0 5 1 8
Musical	Performance 2 3 4 6
Dance	Performance 1 0 0 0
Theater	Performance	 3 6 2 9
Film 2 0 0 1
Botantical	Garden	and	other	Natural	Sciences 0 1 0 2
Library 0 2 1 2
Public	Broadcasting 0 2 2 3
Arts	Council,	Foundations,	and	Educational	
Institutions
6 2 1 5
How	would	you	define	the	scope	of	your	organization’s	constituency?
Global 4 4 1 12
National 1 8 4 15
Regional	“Multi-State” 6 6 4 11
Statewide 2 4 0 8
Multi-county 7 7 3 6
Local 3 7 2 5
What percentage of overall organization revenue comes from admission ticket sales,  
if applicable?
0% 0 3 1 2
1%	-	19% 7 7 4 11
20%	-	39% 8 5 2 10
40%	-	59% 1 7 1 11
60%-	79% 1 3 1 3
80%	-	99% 0 0 0 0
100% 0 0 0 0
Not	Applicable 4 11 5 20
Do	you	capture	any	financial	or	demographic	information	as	part	of	the	admission	ticketing	
tranaction	process?
Yes 9 14 3 17
No 9 13 5 21
Not	Applicable 4 9 6 19
Do	you	have	a	process	for	conducting	prospect	research	and/or	screening	of	individuals		
identified	from	ticketing	or	admissions?
Yes 5 8 3 19
No 14 20 7 17
Not	Applicable 4 8 4 20
38	 |	 Appendices




Yes 5 4 4 13
No 11 16 2 14
Not	Applicable 7 16 9 30
Annual	Fund
Yes 15 21 7 23
No 3 3 0 5
Not	Applicable 5 12 7 29
Special	Events
Yes 12 16 5 15
No 5 6 2 11
Not	Applicable 6 14 7 31
Planned	Giving
Yes 0 2 2 6
No 11 16 3 15
Not	Applicable 12 18 9 36
Does	your	organization	have	a	membership	program?
Yes 15 18 9 27
No 4 8 1 11
Not	Applicable 4 10 4 19
What	types	of	membership	programs	are	available?
Individual 12 15 5 23
Individual	+1 9 9 0 11
Family 7 12 5 16
Other	includes:	Corporate,	Seniors,	Lifetime 9 8 6 12
Do	you	offer	incentives	to	move	current	members	to	higher	membership	levels?
Yes 3 8 4 20
No 10 9 3 25




Least	Important 1 0 0 1
Less	Important 1 4 0 4
Important 9 14 5 17
Most	Important 7 8 5 12
Not	Applicable 5 0 4 23
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Size	of	Organization’s	Budget Under	$100,00 $100,000-$499,999 $500,000-$999,999 $1	Million	or	more
Major	Gifts
Least	Important 1 0 0 1
Less	Important 6 3 0 1
Important 5 9 5 10
Most	Important 3 14 4 26
Not	Applicable 8 10 5 19
Planned	Giving
Least	Important 7 6 3 9
Less	Important 4 11 3 12
Important 0 7 2 12
Most	Important 0 0 2 3
Not	Applicable 10 12 4 21
Special	Events
Least	Important 0 3 0 6
Less	Important 5 6 4 10
Important 6 10 6 17
Most	Important 6 7 0 3
Not	Applicable 6 10 4 21
Corporate	and	Foundation	Giving
Least	Important 1 1 0 0
Less	Important 3 1 2 1
Important 1 12 8 21
Most	Important 13 12 0 15
Not	Applicable 5 10 4 20
Did	your	organization	make	goal	for	last	year?
Yes 7 14 4 24
No 10 11 6 11
No	Applicable 6 10 4 22
What	range	best	describes	the	minimum	amount	considered	a	major	gift	at	your		
organization?
Less	than	$500 1 1 0 0
$500	-	$999 2 2 0 3
$1,000	-	$4,999 9 11 5 12
$5,000	-	$9,999 4 4 2 2
$10,000	-	$49,999 3 7 1 17
$50,000	-	$99,999 0 0 2 3
$100,000+ 0 0 0 3
Not	Applicable 4 11 4 17
Are	your	organization’s	trustees	and/or	volunteers	actively	engaged	in	the	fundraising	process?
Trustees 7 13 5 17
Volunteers 0 0 1 1
Both	Trustees	and	Volunteers 5 10 3 15
Neither	Trustees	or	Volunteers 6 3 0 5
Not	Applicable 5 9 5 19
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Size	of	Organization’s	Budget Under	$100,00 $100,000-$499,999 $500,000-$999,999 $1	Million	or	more
Do	they	carry	an	active	portfolio	of	prospects?
Yes 4 8 3 15
No 13 18 7 20
No	Applicable 6 10 4 22
If	your	organization	does	not	have	a	full	time	prospect	research	professional,	what	percentage	of	
time	is	spent	on	prospect	research?
Low 1 1 0 1
High 13 18 5 17
Average 1 0 0 3
High 1 2 2 4
Average 0 0 0 1
High 7 15 7 31
What	range	best	describes	the	budget	for	your	organization’s	prospect	research	operations?
Less	than	$5,000 12 14 3 0
$5,000	-	$9,999 1 4 2 2
$10,000	-	$49,999 2 0 5 6
$50,000	-	$99,999 0 2 0 2
$100,000	-	$249,999 0 0 0 5
$500,000	or	more 0 0 0 0




Least	Challenging 1 1 1 2
Less	Challenging 1 4 2 9
Challenging 2 10 1 9
Most	Challenging 14 10 6 14
No	Response 5 11 4 23
Identifying	wealth/background	of	current	donors
Least	Challenging 1 4 1 4
Less	Challenging 7 7 5 15
Challenging 6 12 3 10
Most	Challenging 4 2 1 5
No	Response 5 11 4 23
Upgrading	current	donors
Least	Challenging 0 0 0 0
Less	Challenging 2 7 3 4
Challenging 10 12 4 21
Most	Challenging 5 6 3 10
No	Response 6 11 4 23
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Size	of	Organization’s	Budget Under	$100,00 $100,000-$499,999 $500,000-$999,999 $1	Million	or	more
Renewing	Lapsed	Donors
Least	Challenging 1 1 0 0
Less	Challenging 1 7 2 4
Challenging 11 13 7 21
Most	Challenging 4 3 1 9
No	Response 6 12 4 23
Has	your	organization	ever	conducted	a	wealth	screening?
Yes 6 10 8 31
No 12 15 1 3
Not	Applicable 5 11 5 23
In	what	areas	of	fundraising	were	the	screening	results	used?	Please	check	all	that	apply:
Major	Gifts 5 9 7 28
Annual	Fund 5 5 6 16
Planned	Giving 0 1 4 11
Corporate	and	Foundation	Relations 3 2 3 3
Direct	Mail 2 1 2 8
Membership	Acquisition 1 0 4 5
Special	Events 3 1 3 7




Least	Important 0 1 0 0
Less	Important 0 1 1 1
Important 7 9 3 11
Most	Important 7 9 6 20
No	Response 9 16 4 25
Outsourced	prospect	research
Least	Important 4 5 0 9
Less	Important 2 3 3 5
Important 0 5 3 4
Most	Important 1 0 0 0
No	Response 6 23 8 39
Peer	Screening
Least	Important 2 3 1 2
Less	Important 4 4 2 4
Important 2 6 4 14
Most	Important 1 6 2 4
No	Response 14 17 5 33
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Size	of	Organization’s	Budget Under	$100,00 $100,000-$499,999 $500,000-$999,999 $1	Million	or	more
Wealth	Screening
Least	Important 1 4 0 1
Less	Important 2 3 1 7
Important 6 4 6 13
Most	Important 0 3 1 5
No	Response 14 22 5 31
Data	Modeling/Analytics
Least	Important 3 2 0 2
Less	Important 4 5 0 2
Important 0 4 7 9
Most	Important 0 2 1 4
No	Response 16 23 6 40
Which	of	the	following	describes	the	ways	in	which	you	are	tracking	return	on	investment	(ROI)	
within	fundraising?	Please	check	all	that	apply:




7 11 4 11
Overall	fundraising	success	over	a	period	of	time	
(5	-	10	years)
7 15 5 17
Comparison	of	funds	raised	before	and	after	
research/screening
3 4 2 3
Do	you	have	a	Donor	Management	System	(DMS)?
Yes 10 17 9 26
No 7 7 1 7
Not	Applicable 6 12 4 24
What	data	elements	did	you	incorporate	into	your	DMS	records?	Please	check	all	that	apply:
Giving	Capacity 3 6 7 17
Financial	Details 2 5 4 11
Vendor	Services 0 1 2 8




1 2 3 5
* Due to the length of this survey, only specific and pertinent questions were included in the Segmentation.
Notes
WealthEngine,	4330	East	West	Highway	•	Bethesda,	MD	20814
800-933-4446	•	fax	301-215-5987
www.wealthengine.com
